Introduction
Contemporary companies implement various social initiatives (Kotler & Lee, 2004, p. 16) . Such actions are often taken not only to provide support to beneficiaries of these programmes, but also to bring benefits to companies. Such treatment of social initiatives has led to what is considered as a change of the paradigm from "doing good for the good itself " to "doing good for mutual benefits" (Smith, 2003) .
In this new paradigm of social responsibility, social initiatives are treated in a way similar to traditional investments and they are expected to bring business benefits (Vogel, 2005, p. 19) . Research concerning consumer reactions to corporate social initiatives is a relatively new field of study.
Foreign publications on this subject began to appear in the second half of the 1990s. In the afore-mentioned studies, it was primarily attempted to prove that the implementation of social programmes brings about favourable consumer reactions, such as a more favourable attitude towards the company (e.g. Becker -Ol- 
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Influence of a company's social initiatives on the consumer attitude towards it. Results of experimental research Difficulties in the achievement of benefits by companies from social programmes they had undertaken made researchers look for answers to the question why it happens so. The research undertaken showed that there existed a lot of factors shaping consumer reactions to corporate social initiatives. The identified factors included, among other things, the degree of compatibility of the social problem with the company (e.g. Menon & Kahn, 2003) , the company's existing reputation (e.g. Yoon, Gürhan-Canli, Schwarz, 2006), the existing cooperation with a non-profit entity (e.g. Bhattacharya & Sen, 2003) , respondents' gender (e.g. This article offers an in-depth analysis of consumer reactions to corporate social initiatives. In particular, the aim of the research included an attempt to answer the question whether undertaking a social initiative by a company leads to a more favourable consumer attitude towards it. The aim of the study also encompasses an analysis of the effect of the selected structural elements from such an initiative on the afore-mentioned attitude.
A review of the available literature on the influence of social initiatives undertaken by companies on consumer attitudes towards them is presented. Next, the methodology and the result of the authors' own research are described.
A Review of Research on the Influence of Social Initiatives Undertaken by Companies on Consumer Attitudes towards Them
Pioneer research on the influence of social initiatives undertaken by companies on consumer attitudes towards them was performed by Brown & Dacin (1997) . They analysed, among other things, the influence of a hypothetical company's image on its evaluation 1 made by consumers. Two dimensions were distinguished in the image: competences and social responsibility, which resulted from undertaking social initiatives. In this study, in accordance with the expectations, it was shown that not only a company's competences, but also its pro-social involvement has a positive influence on the consumer attitude towards it (Brown & Dacin, 1997) .
Ten years later, a similar research was conducted by Marin & Ruiz (2007) . This time, the research work was performed in Spain and it included clients of existing financial institutions. It was shown that the higher the level of the company's perceived social responsibility is, the more favourably the company is evaluated by consumers. It is worth mentioning here that in the aforementioned study, the evaluation depended, to a larger extent, on competences than on the level of social re- Fourthly, the majority of the research so far was performed using students mostly in the United States, a country which is culturally significantly different from Poland.
Research Methodology
The scientific aim, i.e. an attempt to answer the question whether social initiatives affect consumer attitudes towards the company, which implements them, and which elements are of significant importance in this influence, was achieved by conducting an empirical study. Such a research method was selected because it ensures a significant control over the variables un- For the purpose of the study, six scenarios of social initiatives undertaken by a food sector company were devised. The scenarios were prepared in the form of short descriptions of social initiatives implemented in the town, in which the research was performed. The afore-mentioned scenarios were constructed in the same way, they differed only in respect of four structural elements including: the subject -the social problem, which the company is involved to solve; the form of support -i.e. how the company provides assistance during the initiative, the duration of the initiative, the value of the assistance provided and cooperation with a non-profit entity ( Table 1 ).
The subject of the social initiatives was considered in terms of its consistency with the company's activity. The problem of malnutrition among children and teenagers was selected as a consistent subject, and the problem of juvenile delinquency as a non-consistent subject. Such choices were made on the basis of pilot studies previously performed in a group of students.
A programme lasting for a period of up to a year was considered a short-term program, while one lasting for over three years was regarded as a long-term pro- 
Measurement of the attitudes towards the company
The measurement of the attitude towards the company was performed using the tool described in a study by 
Data analysis procedure
The data analysis procedure included the so-called pre- (1), In the test, the zero hypothesis was rejected when the empirical probability value for the statistics H with k -1 degrees of freedom was lower than the critical value α (Domański, 1990 , pp. 147-148).
All calculations for the purpose of the present study were prepared using the Statistica 8.0 software.
Research performance
The research was conducted using a random sample of consumers. 500 addresses were drawn from the resources of the Local Database of the Lublin Provincial Office. Next, the afore-mentioned group was also randomly divided into seven groups: six experimental Influence of a company's social initiatives on the consumer attitude towards it. Results of experimental research groups and one control group. The respondents from the experimental groups received information that the company undertakes a specific social programme, while the subjects from the control group did not receive such information.
The research was performed using a questionnairebased interview at the respondents' places of residence.
First, the interviewer presented short information about the research. Next, the respondents were asked to read short information about a particular social initiative. Next, questions concerning the attitude towards the company, among other things, were asked. Approximately 50% of the respondents were aged below 50, while the remaining respondents were older.
Research sample

Results of the Research
The assessment of social initiatives undertaken by a company on consumer attitudes towards it was per- Table 2 .
To select appropriate statistics to verify the statistical significance of the differences between the groups, an analysis of the consistency of the distribution of the index with the normal distribution and an analysis of the uniformity of variances were performed.
The analysis of consistency with the normal distribution was performed using the skewness and kurtosis coefficients.
The analysis of the skewness coefficients showed that the distribution of the index measuring the attitude towards the company for all the groups was characterised by a slight left-sided asymmetry.
This means that the respondents most frequently showed a more favourable attitude towards the company than the mean value implied. In the division into groups, the left-sided asymmetry was also predominant, the right-sided asymmetry was observed only in Group 3. It is worth noting that the kurtosis was negative in the majority of the groups -apart from Group four, which means that the analysed distribution was less concentrated than in the case of a normal distribution. Detailed data concerning the skewness and kurtosis coefficients are presented in Table 3 .
The analysis of the uniformity of variances was performed using Lavene's test. The test showed that there existed a statistically significant difference between the variances of at least two groups (F (6, 225) = 0.591; p = 0.738). Table 2 . The mean, the standard deviation, the minima and maxima of the index measuring the attitude towards the company in groups Table 3 . Skewness and kurtosis coefficients together with standard errors of the index measuring the attitude towards the company -division into groups To verify the statistical significance of the differences between the individual groups, the empirical probability values were calculated for bilateral multiple comparisons of the Kruskal-Wallis test. The summary of these calculations is presented in Table 4 .
An analysis of differences between the distribution of the attitudes in the individual groups showed that sig- (Huck, 2009, p. 29 
